Introduction
Today, advertisers recognize the importance of understanding consumers' needs, motivations, and involvement levels as moderators of an ad's effectiveness, however these issues may be secondary in the promotion of web sites in mass media advertising. Given the sophistication of today's advertisers, it is puzzling why advertisements that presumably wish to drive consumers to web sites are not.providing them with reasons to visit. Advertisers are simply presenting web addresses and assuming consumers will come. Research is needed focusing on both cross media promotional methods of encouraging consumers to visit web sites, and understanding the reasons that prompt consumers to take action when faced with a direct response advertisement.
This manuscript seeks to explore cross media promotions of immediate Direct Response Channels (DRC) in television commercials. Direct response chan-nels are defined here as methods of contacting a company regarding the product or service advertised such as 800 numbers, local phone numbers, mailing addresses, email addresses, and particularly Universal Resource Locators (also known as URLs or web site addresses).
To date, many advertisers have created web sites performing marketing activities, from corporate public relations to elaborate cyber stores that offer products for sale (Hoffman, Novak, and Chatterjee 1995) . However, little is known about how to influence consumers, both online and those engaged with other media, to visit any one particular web site. To render a better understanding of what advertisers are currently doing, television advertisements were content analyzed to investigate the cross media promotion of URLs. Specifically, the goal of the study was to determine the proportion of advertisers promoting URLs in television commercials, the industries that are presently promoting web sites, and to describe how and when URLs are appearing in television commercials.
An examination of these issues is beneficial for assessing the effectiveness of current cross promoting advertising practices of URLs. The results further allow for suggestions to be made regarding how advertisers could be more effective in driving consumers to internet web pages. Toward these goals, a series of research questions are presented along with the literature to illustrate their importance in understanding the cross media promotion of internet sites.
Literature Review
The Current State of Advertising Related
Internet Research
Over the past few years, the internet has become one of the hottest areas for research in the field of advertising. In a search for internet related literature, 37,188 articles in a single database (ABI Inform) were found, with over 132 entries related to advertising and the internet for the first two months of 1999 alone. For comparison purposes, there were only 8 articles related to internet advertising in all of 1993. In the field of communication and advertising, literature on the internet has generally concerned the commercial viability of the web, and methods to profit from this new medium. However, freedom of speech issues have also taken center stage, as governments around the world have moved to restrict access to certain materials on the internet.
From a brief review of the web advertising literature on commercial viability and profiting related issues, it appears that a majority of the articles can be classified into four categories: 1) Descriptions of users and growth rates, 2) Development of reach and frequency models and measurement systems for audience exposure, 3) Assessments of attitude and behavior formation, and 4) Examination of the effects of the new media on traditional media.
Focusing on the four categories, the first area of research has to do with describing the environment of the internet. Counts of internet users have been growing steadily from 14 million (Hoffman, Kalsbeek & Novak 1996) Hoffman et al. 1995;  McKenna 1995), yet multiple measurements of internet growth indicate phenomenal increases using such indices as domain names (estats 1999), host numbers (Hoffman et al. 1995) , or web revenue (Internet Advertising Bureau 1999; Jupiter Communications 1999). Regardless of the hype surrounding the internet most agree that the medium is rapidly changing and information considered current last year is ancient by internet standards today.
Secondly, the development of measurement techniques have been widely researched, with several companies taking the lead in producing systems to rate web pages in a way that is similar to Nielson ratings for television (www.webtrack.com). Researchers are developing and have tested new reach and frequency models to estimate media schedules on the internet (Dreze and Zufryden 1998; Leckenby and Hong 1998; Wood 1998) . And, many systems such as Pointcast's pay-per-click are being tested that focus on the pricing structure for advertising exposures and are providing advertisers with direct responses from consumers (Spooner 1997) .
A third area of research assesses the impact of interactivity on learning and exposure (Bezjian-Avery, Calder and Iacobucci 1998; Ghose and Dou 1998; Raman 1996) . Several researchers are questioning the standard measures of recognition and recall, in favor of depth of processing measurements and measurements of click-through with an ad. Still, others are studying the effects of mere exposure to interactive ads (Briggs and Hollis 1997) , and the effects of internet design and promotional content on web site effectiveness (Dreze and Zufryden 1997) .
The fourth category of internet related research and the area that the current study resides examines the effects of new media on traditional forms of media and vice versa. A few studies investigating the effects of the internet on television viewing have already been undertaken, but the results are inconsistent and more research needs to be done. Coffey and Stipp (1997) found an interaction between the internet and television, but dismissed the demise of television as unlikely. In contrast, Wendland (1998) reported the results of a Strategis Group marketing study showing that 64% of internet users had reduced their time watching television. Similarly, Shaddick (1998) reported a Marketing Week study showing reduced use of television and magazines, but an increase in the total time spent reading.
Another means by which new media is impacting traditional media is through cross-media promotion. Maddox, Mehta andDaubek (1997) (Sanghavi 1987) . However, the potential for what marketers and consumers can gain by accessing web pages far surpasses the benefits of 800 numbers. Yet the benefits are dependent on consumers being aware that a company's web site exists and knowledge of the URL to access the site. Cross media promotion of URLs in television commercials may be very important in achieving this task, especially given that researchers have found consumers to use print or television 32% of the time to find out about 800 numbers (Anonymous 1995) . Therefore, measurement of how URLs are being presented will help in assessing their effectiveness in communicating with consumers. Due to the paucity of research in this area, consulting the literature on disclosure statements can provide guidance.
Although disclosure statements are not channels for direct response communication, the way they are measured and assessments as to their effectiveness can be applied to the measurement and assessment of URLs. According to information summarized by Hoy and Stankey (1993) , both message content and structural factors of the disclosure can influence its effectiveness at grabbing attention and communicating with the audience. Under the assumption that URLs in television advertisements have similar goals of attracting attention and effectively communicating the benefits of visiting a web site, our final two research questions are presented in relation to the structural and content dimensions of URLs in advertisements.
Many structural elements have been identified that may all influence the amount of attention a consumer pays to a URL including: when the URL appears in the commercial, where the URL is presented on the screen, and type size. Further, the number of presentations and presentation modality may also effect memory for URLs in advertisements. Therefore, each of these elements will be examined to determine how effectively URLs are being used in television advertisements.
Research has suggested a primacy effect for attention where information provided early in an advertisement is most likely to receive more attention than messages appearing later in a commercial (Unnava, Burnkrant and Erevelles 1994) . With this in mind, a second question related to structure investigates at what point during a commercial is the URL most likely to be shown? In a similar vein, research has suggested that elements placed in the middle of the screen will generate more attention than elements in other locations, as will elements that are larger rather than smaller. Research on disclosures for example (Foxman, Muehling and Moore 1988) suggests that URLs may not be effective if the size of the URL is too small to read. In light of these concerns, it is important to determine the placement of URLs in television ads and the size of URLs presented to assess their effectiveness.
Two final structural factors also of interest in the current study include: the number of times the URL is presented in the advertisement, and the modality of reference to the URL and/or web site. Research has suggested that greater attention and better comprehension occur as the number of sensory channels receiving the same message increases (Prabu 1998; Unnava and Burnkrant 1991) . URLs presented more than once should be more effective than URLs presented a single time. Similarly, URLs that are presented both visually and verbally should be better remembered than those presented in a single modality. Therefore, examining the number of times URLs are presented and whether these presentations are visual, verbal, or both are important for understanding the effectiveness of current practices in cross promotion of URLs.
The final research question addresses the message content dimension of effective communication outlined earlier. Rather than focusing on structural factors such as size and location of the URL, the content dimension involves looking at what information is actually conveyed about the message, or in this case the URL and web site. Under the assumption that advertisers wish to make contact with consumers, the first step is to attract their attention. But then advertisers must give people a reason to seek out their web site. Parallel research on presenting 800 numbers in TV commercials found that although viewers look favorably toward companies that provide this service (Anonymous 1995), they first want to know why they should make the telephone call (Lewis 1989) . Following similar logic, the same problem may be encountered for URLs that are flashed on consumers' television screens or squeezed in at the bottom of print ads. If an incentive or benefit of action is not presented, why should consumers be motivated to take the time and energy to visit a web site? James Hillson, Senior VP of Phase One Research agrees that an ad must help the consumer to understand why they should act. Hillson (1995) cautions, "When advertisers expect viewers to do their work for them, by and large, people don't." Therefore, the ability of a URL to encourage consumers to visit a particular web site may be dependent on the types of benefits consumers are shown. Television ads presenting URLs should go beyond merely flashing a URL on the screen to be effective. Therefore, the final research question asks, what reason, if any, is given by advertisers to direct consumers to their web sites? This question is crucial in assessing the effectiveness of URLs and warrants a brief discussion on the importance of understanding consumers' needs for knowledge.
Consumers' Needs For Knowledge
Consumer researchers have long understood that people have different needs for information, depending on individual specific characteristics (e.g., prior knowledge) and situational specific characteristics (e.g., time) (Girish and Bloch, Sherrel and Ridgway 1986) . Given that the advertiser can not effect situational variables such as time pressures or geographic locations, but simply direct consumers to the location of the goods for sale, advertisers need to focus on methods by which they can provide for consumers' needs to acquire knowledge for the future, or for intrinsic pleasure (Bloch, Sherrel, and Ridgway 1986) .
People have varying backgrounds (Cobb and Hoyer 1985) , levels of knowledge (Alba and Hutchinson 1988; Brucks 1985) , and make use of information differently depending on their involvement with a product, the advertisement, or the medium (Smith 1993) . In the past, advertisers wishing to segment by consumers' informational needs, placed messages with varying amounts of information in different media. Highly informational ads have generally been placed in print vehicles where consumers can control the rate at which the information is accessed; whereas ads with less information, requiring less consumer involvement, have generally been placed in radio or television. Instead of segmenting a market based on the media used, the internet allows consumers to create their own segments based on informational need, by providing consumers with varying levels of information in a single medium.
The internet also provides for two way interaction and a higher level of cognitive commitment on the part of the consumer, bonding the consumer and the company, and creating brand loyalty. Consumers who have had their needs fulfilled from a web site visit will go away satisfied, remembering a positive experience. This positive affect may in turn rub off onto the company as a whole, furthering the chance of a future encounter. Beyond being satisfied, there is also a cost benefit rational for consumers to become brand loyal. It takes consumers' time and energy to become known by a company over the internet. Consumers will often fill out information regarding who they are, their preferences, infomiation desired and so on. If customers are satisfied with the service and information they receive, it is not economical for them to try a new supplier and have to repeat the entire process. Everything points to the notion that the internet has many positive qualities for advertisers, marketers, and consumers. However, at this point in time it is unclear whether advertisers are effectively presenting URLs in advertisements.
The Study
The current paper seeks to understand how advertisers are actively attracting consumers directly to their web sites. Specifically, the study examines advertisers' use of television to promote web site viewing. A web site is defined as the collection of pages that provide consumers with information on a computer. This is in contrast to a web site address or URL which merely informs people how to come in contact with the site, similar to a telephone number. At this point, it is unclear how many television advertisers are using URLs to promote their web sites, and how they engage in this type of advertising. The present study seeks to describe the current level and style of web site promotion during television commercials. Using content analysis, the research questions (restated below) are used to examine the presentation of URLs in television commercials. The results of this study are intended to provide a better understanding of the current practice, insight into its effectiveness, and possible suggestions for improvement. 
Method

Television Ad Sample
A content analysis was performed on a random sample of prime time television ads. In 1997, a week of television commercials was recorded between September 8th to 14th on the three major television networks (ABC, CBS, and NBC) and Fox'. The week of September 8-14 was selected as it was a week that did not involve any special events or major holidays that could skew the representativeness of the sample (Taylor and Stern 1997). For example the week was not during sweeps, nor was it close enough to a major holiday such as Christmas where product categories advertised are often skewed toward toys and other gifts (Muehling and Kolbe 1998) . Both local and network ads were included in the sample. Ads were counted as prime time if they fell between 7:OO p.m. to 1O:OO p.m. Central Standard Time (CST). Recording of the commercials began after the credits of the 6:30 p.m. show CST and continued until the beginning of the 1000 p.m. news. A total of 84 one hour segments were collected, of which a random sample of 18 hour segments were selected for coding. The segments were randomly selected by systematically choosing one, one hour segment everyday, rotating time and network (including Fox) until approximately 25% of ads in the sample were represented by each of the networks.
The sample consisted of 464 individual ads from the four networks ABC: (%%), CBS (22%), NBC (29%), and Fox (23%). The most represented product categories included ads for Automobiles (15%), Fast Food (lo%), and Retail Stores (8%). Thirty second spots dominated the sample (73%), followed by 15 second commercials (22%). The remainder of the ads were evenly divided between 10,20, and 60 second ads, at 2% each. Most of the advertisements contained no opportunity for direct response (74%), however twenty-one percent contained one response channel and four percent contained two response channels. URLs were the most common opportunity for response (15%), followed by 800 numbers (8%), and local phone numbers (3%).
Television Ad Coding
The commercials were coded for attributes relating to the use of Direct Response Channels (DRC) on screen. DRCs fell into three categories: URLs, 800 numbers, and local phone numbers. There were no mail or email addresses provided in any of the ads. The ads were coded for the presence or absence of a DRC somewhere in the ad, the number of DRCs presented, and if the ad was web focused or the URL was secondary to the main message. Attributes about the DRC itself were also coded, such as: size, location in the ad (beginning, middle, end), location on the screen (top, middle, bottom), and the frequency of presentation. It was noted if the advertisement directed the audience to the web site verbally or not, and for what reason. The product category was recorded, as was the brand name of the product or service. The ads were also coded as to the program name and the type of programming, the day of the week shown, the time slot, the network, and the length of the commercial. Finally, the contact information (e.g./ URL) presented in the ads was recorded, see Exhibit 1 for a listing.
Reliability
Each ad was coded twice, so that intercoder reliability could be assessed. Ads were coded independently by two trained coders, however due to the nature of the attributes coded there was little subjective judgment required. Of 464 ads coded and 5808 individual judgments made, only 36 discrepancies occurred (.6%). Any disaepanaes in the judgments were reconciled by the coders so that 100% agreement was attained.Duplicate ads were removed from the analysis as to not confound the reporting of the DRCs with regard to frequency of presentation.
Results
Of the 464 ads in the study, 335 (72%) were unique and 129 (28%) were duplicates of other ads already coded. Of the original number of ads coded, 119 (26%) contained opportunities for direct response, however 27 (6%) of the direct response ads were duplicates. All duplicate ads were removed from the sample for further analysis. Of the 92 ads that remained, 14 contained two possible direct response channels. Most common was a URL/800 number combination (n=13), with one ad offering both a URL and local phone number. These ads with two DRCs were added to the sample for further analysis, raising the sample size from 92 to 106. Table 1 presents a comprehensive list of the results for ads that presented any direct response opportunity broken out by direct response channel.
In regards to the first research question (a), the results indicate that 20.6% (n=69) of all unique ads coded included web site addresses. This is in comparison to 8% for ads with 800 numbers and 3% for ads showing local phone numbers.
As for product categories containing web addresses (b), the findings reveal that ads for Automobiles presented the most URLs (19.6%), followed by Medicine ads (10.7%), and ads for Movies (8.9%). With respect to 800 numbers, the top three categories were: Telephone Services (31.7%), Automobiles (14.6%), and Insurance, Credit Cards, and Banking (7.3%). Finally, at the top of local telephone services was Insurance, Credit Cards, and Banking (33.3%), followed by Automobiles (22.2%).
To examine the first part of the second research question (2a), the time at which web addresses were shown was examined. The most common time in an ad for a web address to be presented was at the end (95.7%), followed by the beginning (2.9%), and then the middle (1.4%). Overall, the other direct response channels followed a similar pattern.
The location of the web address on the screen (question 2b), was most commonly at the bottom of the screen in the center (56.5%), followed by the bottom right (17.4%), and bottom left (10.1%). These results differed slightly from the placement of either 800 or local numbers, where the second most common placement was the center of the screen. For a visual breakdown of DRC placements overall, please see Exhibit 2.
Size was measured as a percentage of the television screen on which the DRC message was shown. The messages were physically measured based on a percentage of the screen height (16.5 inches) of a 25 inch television set and then coded as less than 2%, 2% to 5%, 5.1% to lo%, and 10.1% to 20%. A video recorder allowed for the tapped commercials to be paused or replayed to verify size. Most URLs were between 2 and 5% (50.7%) of the screen, followed by those that were less than 2% (30.4%), then 5.1% to 10% (15.9%), and then 10.1% to. 20% (2.9%). It is interesting to note that for the other direct response channels, very few were less than 2% of the screen as compared with the web addresses. Please see Exhibit 3 for examples of the various message sizes.
Finally with respect to frequency (question 2c), most web addresses were presented only once in an ad (98.6%), and a similar pattern was seen in direct response channels overall (92.5%). However some ads did present the DRC twice (1.9%), three times (4.7%), or even constantly throughout the ad (.9%).
Of the 106 ads that contained an opportunity to respond directly, 18.9% made a verbal reference to the direct response channel (question 2d). Regarding web sites, only 10.1% were referenced verbally. With respect to the final research question, most ads gave no reason why consumers should visit the web site (91.3%). However several ads prompted consumers to seek more information (5.8%), or order the product (2.9%). The other direct response channel ads used verbal references more frequently, with 800 numbers at 29.6% and local numbers at 50%.
It is interesting to point out that an actual web site was presented in only a single ad. This occurred when a news station demonstrated the community information that was available on its site. The ad even illustrated the process by which one could type in a URL on a browser and down load the web site. However, this ad was the one and only exception.
Discussion
The internet is a new and exciting medium for consumers and advertisers alike. It has the unique ability of combining the features of several media and the added bonus of providing two-way communication with customers and potential customers. Given these unique features, the internet is and will become an important means to build relationships with consumers. However, it must be remembered that consumer interest and use of other media will not just disappear (Buck 1993) . Therefore, it is crucial to understand effective methods for the cross media promotion of URLs in order to create awareness and drive consumers to web sites from different media. Companies of tomorrow will be those that create lasting relationships with their consumers, effectively reaching them with personally relevant information, and providing cohesive messages presented across various media (Peppers and Rogers 1993,1997) .
This research explored the use of cross media promotion of URLs in television ads with the assumption that advertisers are seeking greater contact with con- sumers. The study provides a bench mark against which the growth and style of direct response advertising of the internet in mass media can be judged in the future. Presently, of the unique television commercials sampled, 20.6% provided a web address on screen. It is expected that this number will grow in the future as more companies go on-line and internet penetration increases among consumers. Other results focused on the structural components of URLs, presenting a picture of the product categories, positioning (where/when), size, frequency, and length of the commercials in which URLs were presented. The following briefly summarizes these results: Automobile ads presented the most URLs; URLs were most commonly shown at the end of ads, in the bottom center part of the screen; and just over half of the URLs were between 2 and 5% of screen size, with the vast majority only being presented once during a commercial. Each of the URL findings was compared with the other DRCs. URLs were found to be the most widely used response format (65.1%), eclipsing even 800 numbers (25.5%) as the direct response channel of choice. Almost uniformly, advertisers presented their DRC references at the end of the ad (90.6% overall). This placement goes against the notion that information presented early has a better chance of gaining attention. However, one could also argue placement at the end is logical, because if an ad is considered interesting by the viewer; by the end of the commercial, the consumer should be motivated to respond. Unfortunately, many of the DRC references were presented for only a very short time, thereby making them difficult to process wherever they appeared.
Regarding the physical location of the DRC on the screen, they were most commonly found at the bottom of the screen in the center (55.7%), however DRCs could be found at almost any location on the screen. Placement of DRC references deserve careful attention andplanning, as the camera should lead viewers into it. Most likely the current placement of URLs are an after thought, however there were several creative uses ofDRCs that incorporated phone numbers into the ads. Ads for 800 Collect had the number on items in the commercials, such as a bus stop bench, or a chalk board in a classroom, that made the DRC central to the theme of the ad.
Again this was the exception and not the rule. In fact, the DRCs of some advertisers are so small, you would think they were trying to hide them from the viewer as if they were disclosure statements. The most common size for a DRC was between 2 and 5% of the screen, which is easily readable; but 21.7% of theDRCs were less than 2% of the screen, making them very hard to read even up close. With respect to frequency, most advertisers presented their contact information only once (92.5%) and few verbally directed consumers toward web sites. A bright spot was again the 800 Collect ads featuring their 800 number multiple times and some even provided a reason for consumers to use the service. Perhaps advertisers should follow the wisdom of more established direct response channels (e.g. 800 numbers) when attempting to develop effective structural characteristics of URLs.
Past research has already indicated a low correlation between URLs seen in television ads and visits to referenced web sites (Maddox, Mehta and Daubek 1997) . Of course part of the problem resides in the limited access and low penetration of the internet, however advertisers must also accept some of the responsibility. The findings of this study illustrate that URLs presented in cross media promotions offer little chance of being noticed beyond their novelty, as the URLs are too small, and in some cases unreadable. Also, they do not convey a call to action on the part of the consumer, and no information is provided as to what the consumer can expect to find if they do visit a company's web site.
Revisiting the Bullet The0 y
Similar to the advertisers of the early twentieth century, advertisements that present web addresses in the mass media appear to have a "bullet theory" mentality. Schramm (1974) stated that advertisers of the past viewed communication, "as a magic bullet that transfers ideas or feelings or knowledge or motivations almost automatically from one mind to another," (p. 8). But the bullet theory lost favor, because it did not adequately explain the actions of consumers. As Schranim (1974) went on to say, "The audience, when hit by the bullet [the message] refused to fall over," (p.9). This is a lesson that should be remembered by advertisers presently using mass media to promote their web sites. Today, URLs appear to be simply tacked on to existing ads and placed in the mass media with the expectation that consumers will "be hit" and respond. The presentation of URLs appear to have been given little thought in terms of traditional advertising wisdom such as font sizes large enough to read, placement considerations, and frequency. And even if URLs do get noticed, research by Maddox, Mehta and Daubek (1997) indicates that few people are actually visiting the web sites referenced.
Although advertisers may presently be counting on the high interest level in the internet itself to lure customers to web sites, consumers must be offered something self-relevant to be motivated into action.
Unlike traditional advertising goals of exposure or liking, URLs encourage immediate adion and must therefore promise the consumer a benefit for seeking out the web site. Unfortunately, many advertisers seem to be ignoring this fundamental exchange, hoping instead that the mere fact that a company has built a web site means that consumers will visit. But, as the presence of URL references increase, they may start to go un-noticed, lowering their ability to elicit consumer attention.
Of course, it could be argued that advertisers' motives for presenting URLs in television commercials have nothing to do with driving consumers to web sites. Perhaps, all advertisers are hoping for is to gain the attention of the audience through a novelty effect of seeing or hearing web addresses. Or perhaps many companies are just jumping on the band wagon, flashing URLs to look modern with the goal of creating positive consumer affect. However, in either situation wear out will eventually occur leaving advertisers in need of another gimmick, while still faced with the task of bringing consumers to their web sites.
One method of bringing consumers to web sites is through the use of cross media promotion, however care must be taken to ensure that it is implemented effectively. Currently, it seems as if cross media promotion is an after thought, giving little regard to structural factors in presenting the URLs or message content of why consumers should care.
Although the internet provides an ideal channel for building bonds with consumers in a two-way exchange of information, the task is complex because consumers have control of the relationship. Consumers direct themselves to information about products and/or services that they find personally relevant. With the customer at the helm, an advertiser's first goal must focus on attracting attention and enticing consumers to seek out a company's web site.
In order to implement successful relationship building using the internet, advertisers need to change their thinking about the purpose of mass media advertising. Presently, URLs in television commercials are too small to process and consumers are not being provided with any reason to visit the web sites promoted. While advertisers are quite skilled at presenting their products in the best possible light (size, shape, color etc.) and clearly emphasize the attributes of their products, they also need to advertise the qualities and attributes of their web sites. Web sites need to be thought of as products requiring their own strategies and executions for gaining attention, increasing awareness, likability, and trial if companies wish to attract consumers, communicate effectively, and engage in lasting relationships.
